studies conducted on the impact of contextual information of luxury on emotional responses 28 to products remain scarce. In this study, we tested whether contextual information, in 29 particular evoking luxury, could influence emotional responses to perfumes, which are 30 known to be powerful elicitors of emotion. More specifically, we measured the subjective, 31 physiological, and expressive components of participants' emotional responses. We 32 conducted an experiment in which participants had to smell and assess perfumed pens as well 33 as blank pens (i.e., without perfume) presented either in a luxurious context (i.e., name, brand 34 and bottle), a non-luxurious one, or no information. Results indicated that participants tended 35 to rate perfumes as more pleasant and rated them as more familiar when presented in a 36 luxurious context than in a non-luxurious one or without context, and the blank pen as more 37 irritating in a non-luxurious context than in a luxurious one. However, we did not find 38 evidence of a significant contextual information effect on expressive or physiological 39 indicators. Our findings suggest that contextual information of luxury can moderately 40 influence the subjective component of participants' emotional responses, while no evidence 41 for such effect was found with respect to the physiological and expressive components. an expensive yet thriving experience of unicity and aesthetics (Belk, 1988; Megehee & 57 Spake, 2012). The subjective value of luxury products/services is enhanced by their scarcity, 58 increasing individuals' willingness to pay a premium price (Truong & McColl, 2011) . 59 According to Hagtvedt and Patrick (2009) , the difference between consumption of luxury 60 versus non-luxury goods/services lies in the hedonistic versus utilitarian motives, 61 respectively. While luxury is assumed to guarantee emotional benefits at a superior cost, non-62 luxury offers low-priced products but uncertain emotional value. 63 Emotional responses to products go beyond the evaluation of liking (e.g., Delplanque, 64 Coppin, . Emotions are drivers of behavior and influence attitudes toward Laurent, 2010), or to striving for an ideal self (Belk, 1988) . 84 Interest for a perfume is triggered by the evaluation of the information related to it. and allow them to form an initial idea about the product (Julien, 1997 (EMG) electrodes, we could not record EMG during baseline sessions for two participants. 142 We consequently removed all their data from the analyses. 
Material

144
In the main experiment, the 9 luxury perfumes previously selected were used as 145 olfactory stimuli. We added two blank pens (i.e., without perfume) that were associated to the 146 name, brand, and bottle of either two luxury perfumes ("Acqua di Gio, Giorgio Armani" and 147 "Nina, Nina Ricci") or to the name, brand, and bottle of two non-luxury perfume ("L'eau de 148 Kookaï" and "Fleur de vigne, Caudalie"). Blank pens were introduced to control participants' 149 compliance with the instructions, to help maintaining participants' attention and because they 150 may be used to investigate the influence of luxury information in the absence of a perfume. presented on a computer screen according to the sessions (see Fig. 1 ): in the Baseline pen under the two nostrils (in the training trials, the felt-tip pen did not contain any perfume); 218 (d) breathe out and then rest and relax for 15 s without moving; and (e) rate the subjective and 219 feelings' scales (described below) and wait for the signal to proceed to the next trial (see Fig.   220 1). The average interval (± SD) between two perfumes presentation was 97.1 ± 6.1 s.
221
At the very end of the third session, participants were requested to answer a couple of 222 supplementary questions on paper sheets. Next to each perfume's brand and name, 223 participants were requested to report the extent to which they perceived it as luxurious on an 224 10 cm analog scale ranging from 0 ("not luxurious at all") to 10 ("very luxurious"). They 225 were also unexpectedly and blindly presented with each perfume once again and had to report 226 if they were able to give the name of the perfume (yes or no) and if they were, what it was. the 5-to 8-s window following stimulus presentation (heart rate deceleration) to investigate 267 whether this phase was sensitive to perfume pleasantness. We used the heart rate time course 268 during the 10 s before perfumes or blank pen presentation as baseline. .17], showing that the reported feelings depended on the perfume (Fig. 3a) . Lastly, no main 312 effect nor any interaction involving the contextual information reached significance (Fs < 313 1.14, ps > .17). 
Discussion
355
In this study, we tested the extent to which emotional responses to perfumes vary by luxury tended to be transferred to perfume's pleasantness. One could argue that 373 participants knew the perfumes they were presented with, knew their names, brand or bottle 374 and were able to correctly identify them. In that case, the luxury condition was a "correct 375 labelling", the non-luxury condition an "incorrect labelling" and the baseline condition a "no 
